A well-designed map can influence tourists ' activities, yet tourist maps and their designs remain under-examined 
I N T R O D U C T I O N
Tourism is a globally important, dynamic industry.
It constantly changes based upon shifts in the popularity of different activities and interests, economies, politics, and the perceived value or condition of the destination. One of the recent changes in the US industry is the increased number of Americans travelling to places where they can sample the food and drink from different regions. Not only can they consume the product close to where it is made, but they can also experience local traditions and customs. One such type of tourism destination is the craft brewery. The number of people traveling to enjoy a beer, see how it is made, learn something about the process, and even socialize with the brewer is on the rise. Craft beer tends to be consumed by a particular demographic, one that has some disposable income, available recreational time, and is likely to seek out experiential tourism activities . "Tapping" into this consumer market offers regions surrounding brew trails the potential to create experiential tourist destinations and generate additional income.
This study examined how often maps were used to encourage tourism surrounding prominent beer-producing regions in North America. Among those areas that did utilize a map, Quantitative Content Analysis (QCA) was used to determine if the maps were purely wayfinding tools, or whether they displayed other tourist attractions to market the surrounding region. Of the maps that did promote the broader region, I asked what type of symbolization and design techniques were used. The overall goal of the project was to assess if these tourism maps are contributing to the creation of a sense of place, and in turn, providing potential benefits to travel destinations.
I M P O R TA N C E O F T O U R I S M M A P S
The tourism industry is highly competitive, with destinations being sold as branded, marketed products. Monmonier (1996) states that cartography and advertising can promote a clear, favorable image, and that marketing maps can be an effective, eye-catching tool. All maps have some bias (Wood 1992) , but some can be more persuasive than others. Maps can greatly influence the success of a region (Ashworth 2011) , for they play a significant role in how we discover, learn, and communicate information about the world. While maps should be fundamental tools used in planning a trip (Richmond and Keller 2003) , they are an underutilized resource in tourism (Bailey et al. 2012) . Bailey et al. (2012) found that although most visitors use maps to acquire spatial knowledge, many maps in informational brochures and at tourist kiosks suffer from poor design.
Tourism maps and their design remain under-examined in the literature of tourism geography and cartography. Unlike thematic or cadastral maps, Muehlenhaus (2011a) stated that persuasive maps are not well studied in the cartographic literature, and argued that the goal of persuasive tourist maps is different than more scientifically-oriented maps. Del Casino and Hanna (2000) argued that this omission is in part because tourism maps are seen as blatant forms of advertising, with great aesthetic and cartographic license. Grant and Keller (1999) found the neglect of tourist mapping in the academic literature surprising due to the importance of promoting destinations, and a map's ability to contribute to both the production and perception of space. They argued that the fields of recreation and tourism could greatly benefit by improving their maps to help create a sense of place and regional attachment to the landscape. Hojman and Hunter-Jones (2012) found that most tourists conscientiously follow suggested routes, travel to recommended areas, and seek out other consumption activities and social experiences that are advertised. Maps, therefore, could be used to channel desired tourist activities.
The content and structure of tourism maps changes frequently. Increasingly, people are using websites, social media, and smart phone apps to plan and book trips and excursions (Fuggle 2016) ; such digital technologies remove physical barriers and eliminate printing and distribution costs. Along with these recent shifts from printed brochures to online maps, the types of activities promoted by such maps and the appeal of particular destinations continue to change over time. Martin (2011) provided historic evidence that representations of idealized activities and images changed over three decades of American tourism maps in the Caribbean. Schnell (2011) examined recent tourism guides from North America. Using quantitative content analysis, he found notable changes from 1993 to 2008, including an enormous expansion in the promotion of activity-based experiential tourism centered on local food and agriculture. Usage of the keywords "local" increased tenfold, "agriculture" tripled, and "farm" or "farmers" quadrupled in tourist guides from the United States.
G R O W T H I N E X P E R I E N T I A L T O U R I S M
Tourism is one of the fastest-growing businesses in the world, and many tourists, particularly Americans, enjoy their recreational time by traveling to places of food and beverage production to seek out new palate experiences (Veeck, Che, and Veeck 2006) . Variations in the language used to describe these experiences, such as gastronomic tourism, food tourism, agritourism, wine tourism, and beer tourism reflect a focus on the unique types of cultural experiences that a specific location's food and drink can provide. Travelers journey to farms, vineyards, breweries, festivals, trade shows, and farmers markets to indulge their palate, while also immersing themselves in local traditions, cultures, economies, and communities. This experiential consumption creates enjoyment for the traveler that extends past the basic intake of food and drink to include education at the source of production, while travelers also glean pleasure from the regional environs, recreational activities, and cultural lifestyles (Hojman and Hunter-Jones 2012) .
The growth in experiential tourism corresponds to the larger farm-to-table movement. Food tourism fuels the notion that there is more to food than food itself, and that taken out of its geographic context, it loses its meaning. Schnell (2011) suggested that part of this growth can be attributed to recent food scares, such as mad cow disease, food recalls, and E. coli outbreaks. Meanwhile, Colton and Bissix (2005) stressed that the growth is a result of tourists seeking alternatives to patterns of hedonistic consumption. Additionally, with growing concerns of conflict, terrorism, and global economic meltdowns, many travelers yearn for an idyllic, rural vacation. This sector of the tourism industry feeds on nostalgia for the vanishing rural past, and on many people's affection for the countryside as our society becomes more urbanized. This growth of tourism can be seen as an extension of the neolocal movement described by Tuan (1991) , as a conscious commitment to preserve and support local economies and social networks in an era of mass production and global consumption.
Many positive benefits come from experiential tourism. It has been hailed as a vehicle for regional development and strengthening local production (Everett and Slocum 2013) . Tourism can potentially raise local incomes while offering consumers local products, education, recreation, and socializing opportunities. The notion of eating locally suggests unique choices produced in an ecologically friendly, sustainable way and implies empowering self-sufficient people. The region surrounding such tourist activities can potentially experience increased revenues for other related businesses such as hotels, gift stores, and gas stations. Ferreira and Muller (2013) described the growth in wine tourism as a driver of economic and social development in rural areas because of the collective lifestyle experiences.
Wineries, distilleries, and breweries are at the forefront of this growing industry. Parts of Europe and North America, such as Bordeaux, France; Tuscany, Italy; and the Napa Valley, California, have established themselves as experiential tourist regions, but Carmichael and Senese (2012) reported that lesser-known areas are also seeing rapid growth in the tourism and experiential sectors. Halladay (2012) reported that in 2012, Virginia's wineries experienced a 106% increase in tourism since 2005, contributing $747 million annually to the Commonwealth, Kentucky's Bourbon Trail reported over 450,000 visitors in one year, and the online travel company Viator saw a 50% increase of wine tour sales in 2011. Viator also reported that craft beer tours are becoming more abundant.
T H E G R O W T H O F C R A F T B E E R A N D I T S C O N N E C T I O N T O T O U R I S M
Beer has been an important consumption commodity in the United States from its early European settlement to the present day (Feeney 2015) ; in recent decades, marketing and advertising have had significant impacts upon the economic success of the industry. Following Prohibition, the American beer industry experienced steady growth, along with the consolidation of breweries, and entered an era of mass production. By 1950, the top five brewing companies held 24% of the market and by 1975, they held 75%, with Anheuser-Busch, Miller, and Schlitz-Stroh leading the nation (Batzli 2014) . As the industry began to plateau in the 1970s, marketing and advertising became essential. Media advertising expenditures increased fivefold from 1977 to 1998, with brewers spending $752 million per year (Wilcox 2001) . Advertising expenditures had a significant impact on market shares, and studies showed that creative commercials played a critical role in consumer behavior.
Today, Americans consume on average 20.3 gallons of beer per year, and although large mass-produced brands still hold the market, an increasing number of consumers are selecting craft beers . Craft breweries are considered small and independent, use traditional brewing methods, and are known for their innovative flavors. The industry exploded from only eight craft breweries in 1980 to almost 2,500 in 2013, with 98% of all US breweries being small and independent (Hoalst-Pullen et al. 2014) . In June 2013, craft breweries produced 7.8% of volume but 14.3% of dollar sales. Whitwell (2014) reported that this was a 16% increase in volume for craft beers, versus a 1.7% decrease for the mass-produced brands. Budweiser remains the third most popular beer in the United States, but declined in volume of sales 6% annually between 2008 and 2013 (Felberbaum 2015) .
Del Buono (2015) argued that craft beer has gone from a niche market to a cultural phenomenon, and is one of the fastest-growing segments in the alcoholic beverage industry. People are willing to travel to experience drinking a beer at the place of production because craft breweries conspicuously promote traditional, wholesome brewing styles, advertise their use of local ingredients, demonstrate their connections to clean, local water sources, and name their beers in relation to local folklore and cultural events. Craft breweries clearly match their identities with their location, and it is nearly impossible to consume a craft beer without some awareness of its origin and cultural expression (Caroll and Swaminantham 2000) .
Craft beer is an ideal product for the experiential tourism industry to market because of its ties to local geography, and it is an important product in the tourism market because it is often consumed by a specific demographic . The typical craft beer drinker is a well-educated, white male earning at least $75,000 annually. This group tends to have plentiful disposable income, spends money on consuming food and drink, and enjoys the prestige factor that is associated with craft beer. Mowen, Graefe, and Graefe (2013) found that craft beer drinkers are adventurous, try new beers, and search out restaurants with craft beers. Their research also found that this group included many active tourists. Over a twelve-month span, the average craft beer drinker reported that they visited 30 craft breweries, made two 50-mile or greater trips that involved stopping at a craft brewery, and attended at least two craft beer festivals.
The growth of craft breweries across the United States is geographically uneven. The largest concentration of breweries is in California, the Pacific Northwest, and Colorado, with a secondary hub near the Great Lakes, and a third concentration in the Mid-Atlantic States (HoalstPullen et al. 2014) . Strong local pride and ties to historic immigrant settlement patterns are often cited as the reasons for growth in these areas, while religion and legal restrictions on home brewing that have only recently been removed can be linked to the scarcity of craft breweries in the South. Although analysis shows that the size of population heavily influences the number of breweries, Reid, McLaughlin, and Moore (2014) controlled for total population and found that Vermont had the highest number of breweries per capita, probably due to tourism. Similarly, Baginski and Bell (2011) used step-wise regression models and identified areas with large, tourist-based economies, such as Charlottesville, Virginia; Asheville, North Carolina; Myrtle Beach, South Carolina; and southern coastal Florida as having well above the expected number of craft breweries based upon their location and total population size. These studies demonstrate that craft breweries are a big draw for tourists, and that they can contribute to the potential success of a tourism region.
M E T H O D F O R E X A M I N AT I O N O F E X I S T I N G B E E R T R A I L M A P S
For this study, I inventoried beer trails promoted by official tourism agencies, and tallied how many of those trails included a map. Because most travel plans begin with the internet, I used common search engines to identify beer trails in regions with high concentrations of craft breweries. The top five search engines, Google, Bing, Yahoo, Ask, and Aol (eBizMBA Guide 2016) were used to identify beer trails from official tourism offices, brewery associations, and regional partnerships in areas with a high concentration of breweries. Searches included combinations of the following terms: craft beer, breweries, ale, lager, food, trails, destinations, vacations, trips, and experiences . Repeated searches looked for beer trails in regions of decreasing size, starting with North America and the United States, followed by regions, such as the Pacific Northwest, Northeast, or Midwest, followed by individual state-level searches such as California, Oregon, and Pennsylvania. Local areas, such as the Willamette Valley, Hudson Valley, and greater Philadelphia region were then searched. Finally, the most local scale was searched to identify beer trails in individual cities such as Portland, San Diego, Boulder, Grand Rapids, Asheville, and Pittsburgh.
Both descriptive statistics and qualitative measures were employed to examine the inventoried maps. Suchan and Brewer (2000) have suggested several qualitative methods that are valid for scientific inquiry, and have argued that qualitative research can assist cartographers to uncover patterns of inter-relationships. Additionally, Muehlenhaus (2011b) provides a critical review of the benefits of quantitative content analysis (QCA), and stresses its strength in examining changes in thematic map design. QCA allows for the construction of quantitative measures of particular graphic elements and the comparison of different mapped traits. For QCA to be valid, research questions must be determined prior to study, and explicit codes must be developed and rigorously applied to all maps, so results can be replicated.
The goal of this project was to determine how many tourism brewery trails include maps, and of those that do, what design techniques are common? An additional question was whether these maps contribute to the creation of a sense of place, and in turn provide potential additional benefits to the travel destination. The QCA codes, therefore, focused on these questions. The first set of codes determined if the trail included a map (yes or no) and the scale of the map (local, regional, statewide, or national).
The next set of codes focused on the purpose of the map and its intended use. Ideally, interactive maps, such as those created in Google Maps, should be designed around the purpose for which the user wants to use the map, and can additionally offer directions from point A to point B. Yet, as Roth, Ross, and MacEachren (2015) indicate, many interactive maps have shortcomings, such as incorrect classification schemes, illogical symbolization, or even inaccurate information. This second set of QCA codes queried whether the map was a static product or an interactive map, and evaluated each map for its intended use (highly generalized, trip planning stage, or wayfinding and navigation). A highly generalized map was defined as a map that provided few locational clues, for example, one or two place names or one or two stylized roads.
Several QCA codes focused on map design concepts commonly defined in the cartographic literature (MacEachren 1994), such as layout (balanced or uneven) and point symbols (iconic or geometric). A map has an incredible ability to emphasize particular features (Monmonier 1996) , and several codes focused on whether symbols promoted additional experiential tourism activities, encouraged travel on specific routes, or contributed to creating an overall feel of the destination. Further codes recorded the number of themes (a numeric count as defined in the legend or title), categorized transportation routes depicted in the map (all roads mapped similarly, symbolized main travel routes, or exaggerated the beer trail location), and noted the inclusion of pictures or graphics.
R E S U L T S
Craft beer tourism and brew trails are thriving, are prominently promoted by tourism agencies, and can easily be discovered online. A web search for "beer trails" yields over 25 million results, whereas adding a specific location to the search, such as "brew trails North America" or "beer trails Pacific Northwest," returns over 2.5 million results. Even at a state-or city-wide level, most searches returned over 500,000 results. Because this study focused on trails that were developed to increase tourism, only trails designed by local, state, or regional tourism agencies and guilds were used, although I found many additional trails that were suggested by newspapers, magazines, and personal blogs.
The term "trail" is used loosely in many tourism webpages. Many local-, regional-, and state-level tourist bureaus refer to a "beer trail," but do not designate a path or geographic structure that encourages directed movement. Due to this sometimes vague use of the term, only officially-designated beer trails that followed an identifiable path were included in this study. One hundred such trails were identified for this project, which is a strong, representative sample of the types of beer trails advertised for tourism purposes. Table   1 inventories some of the characteristics of these trails, and the list of all trails appears in the Appendix.
The first few codes of the QCA focused on the existence of a map, the geographic scale of the map, and its intended use. Twelve tourist bureaus have created trails that proudly promote their breweries, market the quality of their products, demonstrate their commitment to sustainable business practices, and show off the appeal of their dining environs, without providing any maps or directions. For example, travelindiana.com's (n.d.) slogan is "Experience Authentic Indiana," and a main section of their website promotes the "South Shore Brewery Trail"-nineteen breweries are described, but no map is included. Similarly, the Inland Northeast Ale Trail (Visit Spokane 2016) offers a color brochure depicting mountains and trees and the logo of each brewery, but no map. However, the remaining 88 beer trails did include a map, and I analyzed the characteristics of their marketing materials. Roughly an equal number of maps were identified at the local, regional, and statewide scales (32, 30, and 25, respectively) , along with one national map presented by Visit USA (2016).
The scale of the map has no apparent relationship with its intended use; approximately onehalf to two-thirds of the maps at each scale were designed for wayfinding purposes, with the majority of those being interactive maps. Google Maps, by far the most common tool used to map beer trails regardless of their geographic extent, was involved in 53.4% of the trails in this study. This includes the North Carolina Cra f t Brewers Gui ld 's (n. Several visitor bureaus provide an overview of the breweries in an entire area, while using Google Maps to provide more detailed directions, such as the examples seen in Figure 1 . Visitphilly.com, the official visitor website for the Greater Philadelphia area, describes how beer was historically important to the city, and how today the area is thriving in the new craft brewery era. They have created the "Philadelphia Craft Beer Trail," depicted as a red path on a light grey background with neither roads nor directions. It is presented on their website amongst rotating pictures of all the breweries, while specific directions to individual breweries are provided by Google Maps.
Visit Denver works with the City of Denver and the Colorado Tourism Department to develop economic benefits for the city and its community. They have created the "Denver Beer Trail," promoting over 100 breweries and brew pubs (Visit Denver, n.d.) . The downloadable version lists only the addresses with no map. The website has each brewery, links to individual business websites, and a Google map displaying all breweries with simple blue pin markers.
Visit California (2017) has a major section of their website devoted to beer tourism, and claims that it is a beer-lover's paradise with over 500 breweries. It separates the breweries into different regions, but does not have an actual trail or designated map. A few of the regions within the state do have trail maps. For example, the Sonoma County Tourism website (Sonoma County GIS, n.d.) has a twoday suggested itinerary for exploring the two dozen operating breweries. They created an Esri Story Map that allows viewers to display the county's beer, cider, and spirits producers interactively, and proudly advertises the fast-growing industry in its subtitle (Figure 2 ). The map itself is a general locator map with only major highways and cities represented, but no additional tourist activities or attractions.
After wayfinding, the most common use of the trail maps was for trip planning. Maps that fell into this category were those that presented a group of breweries with enough locational clues to organize a trip, but not enough information to actually travel or navigate to a destination without the assistance of another map. Planning maps were found at all scales. The Massachusetts Office of Travel and Tourism (2014) encourages people to grab a beer and claims that "mapping all their breweries together makes trip planning a whole lot easier." Their website describes how many of the breweries use fresh ingredients such as apples, blueberries, maple syrup, and cranberries from local farms, and how many of them are located in quaint buildings or scenic places, but does not represent these characteristics on the map (Figure 3) . Similarly, the Wyoming Beer Trail (2016) provides the relative location 
Figure 3. Example of trip planning maps, the Massachusetts Craft Beer Trail and the Wyoming Beer Trail, where the viewer can organize locations into their own trip, but needs to use additional sources to navigate to individual breweries.
of breweries on a state-wide map, with main roads and towns identified.
Only a few maps at each scale were highly generalized and served attention-grabbing, marketing purposes rather than planning or navigational purposes. The next set of codes for the QCA focused on the layout and symbology of the trail maps. The overall map layout was determined to be balanced or uneven based upon the points of interests, placement of any additional features or pictures, and the place of any title, legend, or ancillary information. Symbol types, generalization or exaggeration of suggested travel routes, overall feel of the map, and number of themes were tabulated. Figure 5 displays the results.
With over half the maps being built upon Google Maps and using little additional cartographic design, the The remaining 44.4% used iconic symbols, which were either a pint glass or the individual brewery logo. Coincidentally, the number of balanced/uneven layouts is the inverse of the number of those maps that used geometric versus iconic symbols at every scale. However, there is no relationship between these two codes, as different maps were classified in each category.
The potential for a beer trail to influence the direction of movement or suggested travel routes declined greatly as the region depicted grew in size. Local and regional-scale maps (16 (50%) and 12 (40%), respectively) symbolized and labeled main roads or intended paths more often than maps at the state or national scales (6 (24%) and 0 (0%), respectively). Figure 7 offers an example of map that communicates a trail by simplifying the surrounding areas and highlighting participating breweries. The Astoria Warrenton Chamber of Commerce, the Seaside Visitor Bureau, the Oregon Brewers Guild, and the Oregon Coast Visitor Association created the "Oregon's North Coast Beer Trail" (n.d.). Their website gives viewers a choice of two maps. The first is an interactive web map created by Maplam that allows viewers to zoom in and out on a satellite image. The second, a printable PDF map, has clearly visible features that highlight the location of each brewery and the main route. Although an actual "trail" is not drawn, the prominent symbolization of the Coast Road against a simple background focuses the viewer's attention. The color choices, line widths, and the pictorial symbols of the breweries' logos construct this space as a regional beer destination. Although the emphasis on travel routes was found more often on static, author-oriented designs, a few interactive maps mapped and highlighted a suggested trail. The Lake Erie Ale Trail (VisitErie 2016) has a 110-mile suggested trail represented with a blue line on Google Maps.
Most maps only advertised breweries on their trail. Despite many tourism agencies suggesting related activities along the trail, the majority did not include any themes including these activities on their map (77.2% of the total number of maps). Of the twenty maps that did include additional items, wineries and distilleries were the most commonly connected tourist activity. Figure 8 Only a handful of beer trails are accompanied by maps that promote the larger tourism region, with a slight increase occurring as the geographic extent of the area depicted increases, from local, to regional, to statewide maps (6.2%, 10%, and 16%, of maps at each respective scale). Most of these maps characterize the physical landscape, depicting topography, beaches, and mountains. As seen in Figure  8 , the design of these maps almost exclusively changes to cartoon-like symbols, fonts with handwritten appearances, and highly generalized locations. The Jacksonville Visitors Bureau prominently promotes the "Beerventure" ( Figure  9 ) as one of the most prominent activities on their official tourism website (n.d.). The map displays the major highways and sections of town, with the labeling of beaches and graphic scale appearing to be lettered by hand. Colored star shapes are used to symbolize the breweries. The map Figure 8 . Examples of the absence or limited inclusion of additional tourist activities on trail maps (Hershey Harrisburg Wine Country, LLC and Hershey Harrisburg Regional Visitor Bureau 2013; Finger Lakes Tourism and Marketing 2015) .
is intended to grab the viewer's attention and provide relative location rather than actual directions to the brewery. The Fort Worth Convention and Visitors Bureau (n.d.) encourages people to download the official "Ale Trail Map" from their website. The map sits amongst links to the individual breweries, an incentive passport program, and "off the trail" promotion of wineries and distilleries. The map has an extremely generalized outline of the city locating the breweries with their individual logos on a few main roads. The surrounding area is displayed with a light green background, the river is symbolized with a smoothed blue line, and several iconic, cartoonish drawings such as a cowboy hat, cowboy boots, and cattle fill the page. The drawings are intended to be characteristic of the region rather than representative of specific tourist destinations. Similarly, the Grand Rapids Convention and Visitor Bureau (2014) encourages people to download their "Beer City Ale Trail" map. This map colorfully and clearly advertises the numerous breweries located in and around the city. The top of the map has a cartoon-like skyline with a few iconic buildings and bridges intermixed amongst trees, a bicycle, a sailboat, and towering beer bottles and beer glasses, implying that beer is deeply connected to the historic and current landscape of the city. A few regional towns and points of interest are drawn on the map, and the text appears to be handwritten. The appearance of stylized trees, watercolor-painted background, lower-case letters for Lake Michigan, and a disclaimer stating "map not to scale" gives the map an inviting, warm, friendly place to visit with a slightly juvenile, cutesy feel.
Of all the beer trails promoted by tourism off ices, two maps communicate the location of breweries in addition to other local experiential tourism activities and promote the regional landscape in a well-designed, balanced graphic using symbols, colors, and pictures that are somewhat age-appropriate for the typical craft beer consumer. One example (Figure 10) is the "North Lake Tahoe Ale Trail," map produced by the North Lake Tahoe Chamber (2015). The website describes the large, alpine lake that hosts endless adventurous outdoor activities amidst an equally diverse set of breweries. Text and short videos describing recreational activities such as kayaking, paddle boarding, mountain biking, and skiing fill their website along with an interactive ale trail map. The overview map, seen in Figure 9 , is colorful and eye-catching, with simplified, iconic symbols for mountain bike trails, road biking trails, hiking trails, kayak/paddleboard trails, ski resorts, and breweries superimposed on a lightly shaded map with subtle isolines indicating the local topography. Major highways, resorts, mountains, rivers, and lakes are symbolized mostly in primary colors, and labeled in white. The background of the legend forms the shape of a beer mug, and the title "Ale Trail" is capped with a sketch of mountains and underlined by paddles. These design techniques connect the regional landscape with the theme of the map, but do not distract from the important points of interest. When map viewers mouse over mapped features, an additional menu appears. Detailed information, descriptions, pictures, videos, links to websites, and hours of operation are provided. Figure 11 is another example of a map that encourages tourism and promotes attractions near breweries. This map, generated by the Montana Brewers Association (n.d.), encourages viewers to go to the website www. visitMT.com to learn about the great state of Montana and visit one of the state's 60 craft breweries. The map highlights a few major highways and state roads, but draws more attention to the physical landscape by representing the dry plains and the lush mountainous areas. Major rivers, towns, parks, historic points of interest, and outdoor recreation opportunities are mapped. Drawings of wildlife, big-game hunting, fish, and tractors are sketched on the map, but in a more realistic style rather than the previously described cartoon-like images. Pint glasses mark the location of the breweries as the focal point of the map, but the additional eye-catching, aesthetically pleasing, and decorative features encourage the viewer to examine and study the map. The clustering of large symbols over a seemingly small area, due to the small map scale, generates a perception that the landscape is brimming with a range of activities in a state permeated with breweries.
The variation in maps found in this study suggests that the majority of maps designed for marketing beer trails emphasize wayfinding to a destination rather than increasing tourism to a region. While most cartographers stress communication, they generally agree that maps have aesthetic functions as well, and those aesthetics will impact how a user interacts with the map (Kent 2012 ). Additionally, maps should seem to relate to the interests and demography of the target audience, and can be a framework for marketing a sense of place (Warnaby 2008) . As seen in the Lake Tahoe map and the Montana map, a well-designed beer trail map can suggest activities that might be of interest to the typical demographic that drinks craft beer. Maps that advertise a region to active, environmentally conscious, millennial males may promote additional stops during the trip, sightseeing, and combining a range of activities along with visiting a craft brewery.
C O N C L U S I O N
The goal of the project was to assess if beer trails generated by tourism agencies included a map, and if so, what was their intended use, what common design traits they shared, if they represented the regional landscape, and if they promoted other experiential tourism activities that would potentially generate additional benefits to the travel destination. Undeniably, tourism agencies aggressively advertise local breweries as an experiential activity. In most cases, beer trails are as proudly promoted as local parks, museums, historic buildings, festivals, and other prominent tourist attractions. Regardless of the geographic extent of the destination, or the distinction of the beer-producing region, beer trails are highly advertised tourist activities.
One hundred beer trails, 88 of which had maps, were identified from national, state, regional, and local tourism agency websites. This study focused on the potential for a map to generate tourism, and thus focused only on beer trails associated with tourism agencies, however it should be noted that many magazines, newspapers, and personal blogs have developed very nice, artistic maps that display a range of other activities. QCA was used to analyze the 88 maps identified for this study.
Maps developed for beer trails on tourism websites, however, are significantly underutilized for marketing purposes, and many do not effectively promote additional travel destinations. The maps rarely represent other tourist amenities, and most are not designed to their full marketing potential. The majority of trail maps that include directions to breweries or promote an actual travel path are generated with Google Maps. Google Maps' purpose is to allow the map user to navigate effectively from point A to point B, usually with the shortest distance and time.
The graphic communication and design focus of Google Maps is on the actual streets that enable users to reach their destination. Although multiple routes can be suggested, Google Maps will most often suggest traveling on main roads or highways, yet it is the smaller, back roads in many agritourism areas that are more likely to support additional points of interest, such as fruit stands, pick-yourown farms, smaller villages with historic points of interest, and other local craft shops and businesses. If most people using the internet to view a tourism website are in the initial stages of gathering ideas and planning a trip, designing a map that effectively promotes the general locations of breweries and assists in discovering additional off-thebeaten path activities may potentially generate regional development. In an era of readily available in-car navigation systems and smart phones, communicating what else a visitor can do, eat, or see in an area may be much more important than knowing how to get there.
A handful of maps were purposefully and artistically designed with effective symbolization highlighting the location of breweries, and only a few beer trail maps were designed to focus the viewer's attention on the regional landscapes and additional points of interest. Most of these maps were designed like postcards in the 1950s, with iconic, cartoon-like drawings and highly generalized locations. Admittedly, these bright colors and cartoon drawings are eye-catching, but are slightly unrealistic and juvenile in appearance. The cutesy map designs may not be an effective marketing tool for the typical craft beer drinker: a well-educated male over the age of 35.
Only two maps, "Lake Tahoe Ale Trail" and "The Montana Brewery Trail Map," highlighted the distribution and locations of breweries, suggest pathways, represent the regional landscape, and promote additional activities using symbols, colors, fonts, and pictures appropriate for the age demographic of their target market audience. Two out of the 88 official trail maps is an exceptionally small proportion, and demonstrates the conspicuous lack of use of map design principles that could harness maps' potential to channel tourists to desired tourist activities. Most of the maps only support wayfinding needs rather than encouraging tourists to travel to and explore other attractions outside or surrounding the destination. Possible future research could examine what aspects of map design are likely trigger specific actions by particular demographics. If a cartographer understood which aspects of design along with what design style, and how many features and themes on a map resulted in the desired map user behavior (visiting additional tourist attractions), then guidelines and best practices could be suggested for experiential tourism maps.
Travel to breweries and consumption of craft beer is part of a much larger farm-to-table movement. Most breweries fully embrace their connections with the local history and geography and engage in sustainable practices that support other local farmers and businesses. Experiential tourism and craft beer are both witnessing an economic resurgence. Mass-produced beer companies have engaged in overt forms of advertising for decades; tourism agencies should seek assistance from cartographers to advertise craft beer companies as well. A well-designed, effective map could promote not only the lure of craft beer, but also persuade visitors to travel to a region, enjoy the local environs, explore back roads, engage in a range of experiential activities, and in short, influence the success of a region. 
